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Squeeze on fruit drinks frozen? 


Early in June, Food & Drug Administration reported that East and West Coast citrus growers and 
processors of orange drinks had agreed on labeling changes to disclose the percentage of pure orange 
juice in diluted orange beverages. The agreement was reached unanimously among some 35 growers and 
processors in a meeting with FDA officials, which the industry had requested. The industry’s proposals 
were urged by Virginia Knauer, Special Assistant to the President for Consumer Affairs. 


The agreement would require that the percentage of orange juice in any diluted orange beverage 
product be stated as part of the product’s name and label. Agreement was also reached on establishing 
categories of diluted orange drinks according to orange juice content. FDA cited examples of categories: 
“orange drink,” “orange-juice drink,” “orangeade.” 


By mid June, however, Dr. Virgil O. Wodicka, Director of FDA’s Bureau of Foods, said he thought 
FDA would veto the industry’s offer to label orange j uice percentages. If the original agreement is frozen, 
Dr. Wodicka said FDA might forbid labels to state a beverage’s exact orange juice content. Instead, FDA 
would require orange juice content to be declared according to four categories: below 10 per cent; be- 
tween 10 and 35 percent; between 35 and 70; and 70 per cent or more. Dr. Wodicka said a policy of 
exact percentage of orange juice would be hard for FDA to monitor. 


A few days later, in a surprise announcement, Mrs. Knauer reported that the Coca-Cola Co. had 
informed her that it would voluntarily add juice-percentage labeling to all of its “Hi-C” Drinks, not just 
its orange drink. Drinks with the new percentage labels were scheduled to be in stores in July, making 
Coca-Cola Co. the first major bottling company to undertake such voluntary action, 


a 


JUL 20 1971 
Dear Consumer: 


The Office of Consumer Affairs has concluded its initial series of regional consumer 
meetings in New Orleans, Los Angeles, Boston, Chicago and San Juan. President Nixon, 
in his February consumer message, directed the office to conduct the meetings with state 
officials concerned with consumer issues, with consumer groups and with individual consum- 
ers to discuss common problems and possible solutions. 


I will be reporting to the President that these successful meetings have provided us with 
greater insight into priority consumer problems in the different regions and with innovative 
suggestions for solutions. 


I hope you will feel free to contact my office with any suggestions you may have for 
improving still further our ability to serve the nation’s consumers. 


Sincerely, 








Advertising: More than meets the eye? 


Advertising—specifically, the “message’”—has been getting more and more attention in Washing- 
ton. In January, it became illegal by order of Congress to advertise cigarettes on television or radio. 
Federal Trade Commission has used other existing laws during the past 12 months in filing suits to 
challenge advertising claims for several consumer products. And Virginia Knauer, Special Assistant to 
the President for Consumer Affairs, has warned the advertising business as well as industry that the 
American consumer is getting fed up with false, deceptive or misleading advertising. 


Last month, FTC issued a resolution requiring all advertisers to submit to it, on demand, documen- 
tation to support claims regarding the safety, performance, efficiency, quality and comparative price of 
the product advertised. Orders to File Special Reports identifying claims subject to the FTC require- 
ment will be issued to advertisers selected by the commission. The commission’s resolution states that it 
“will compel the production of said tests, studies or other data (including testimonials or endorse- 
ments)” by exercising any and all legal powers of the FTC. 


Material about advertising claims, except for privileged or confidential information, will be made 
public. The commission listed five reasons for its decision to make ad data available to the public: 

1. Public disclosure can assist consumers in making a rational choice among competing claims 
which purport to be based on objective evidence and in evaluating the weight to be given to such claims. 

2. The public’s need for this information is not being met voluntarily by advertisers. 

3. Public disclosure can enhance competition by encouraging competitors to challenge advertising 
claims which have no basis in fact. 

4. The knowledge that documentation or the lack thereof will be made public will encourage 
advertisers to have on hand adequate substantiation before claims are made. 


5. The FTC has limited resources for detecting claims which are not substantiated by adequate 
proof. By making documentation submitted in response to this resolution available to the public, the 
FTC can be alerted by consumers, businessmen and public-interest groups to possible violation of Sec- 
tion 5 of the Federal Trade Commission Act (prohibiting unfair or deceptive business acts or practices). 


Hearings to study advertising 


FTC is going a step further into the role of advertising in American life according to Robert 
Pitofsky, Director of FTC’s Bureau of Consumer Protection. Tne FTC will hold public hearings to 
explore the impact of advertising on consumers. Special attention will be given to TV advertising. 


The hearings will attempt to get information from many authorities on a number of aspects of 
advertising. The FTC’s primary interests are the following: 

e To consider advertising addressed to children. 

e To determine whether TV commercials may unfairly exploit desires, fears, anxieties. 

e To determine whether technical aspects of the preparation and production of TV com- 
mercials may facilitate deception. 

e To consider consumers’ physical, emotional and psychological responses to advertising, 
as the responses may affect the standards by which advertising is judged. 


The agency added that hearings will involve neither review nor evaluation of specific advertising 
representations or claims in terms of possible violation of law. Individual questions of advertising 
deception or misrepresentation will continue to be dealt with by complaint or rule-making procedures. 
Instead, the FTC hopes to use the hearings to collect information about people’s response to advertising. 
Hearings are tentatively scheduled to begin Sept. 18 at FTC headquarters in Washington. 


Special attention for ecological ads 


The FTC staff is believed to be taking a hard look at certain ads that are environment oriented to be 
sure the public is not being misled. Basil J. Mezines, Executive Director of the FTC, has said that the 
agency “will pay strict attention to claims for products designed to point out anti-pollution qualities or 
ecological benefits.” He said the agency will not allow anyone to take advantage of the consumers’ con- 
cerns about the environment by falsely suggesting products have “anti-pollution” qualities. 


Speak up & be heard 


The following issues before Federal departments and agencies offer opportunities for consumers to speak up and be 
heard by submitting written comment or testifying. Because of differences in agency rules, you may want to write or 
telephone for special instructions on how to submit comments or appear as a witness at a public hearing. Times, days 
and locations may change; you should confirm with the sponsoring office. Details of any item listed below may be ob- 
tained frcm the cited agency or from Federal Register, which is available from Superintendent of Documents, Govern- 
ment Printing Office, Washington, D. C. 20402, for 20¢ a copy or $25 a year subscription. 


@ Movers 


July 21 is deadline for filing comments on Interstate Commerce Commission’s proposal to consider 
the need for requiring all movers of household goods to require a separate contract with shippers who 
want to reserve space on a moving truck at additional costs. The ICC plans to determine the extent to 
which certain existing regulations are or may be violated or circumvented by a mover to get a person to 
pay an additional charge to reserve space needlessly and without contract. ICC regulations do not 
require shippers to reserve space to assure their furniture being moved on time; the original contract 
with a company to move goods is in itself an obligation for the mover to provide space on the date set in 
the contract. (For details, see Federal Register, June 17, 1971, page 11671.) 


Write to Secretary, Interstate Commerce Commission, Washington, D.C. 20423, to indicate interest in submit- 
ting comments; send original and one copy of statement of intent. ICC will send additional details. 


® Tire safety 


Aug. 25 is deadline for filing comment on Transportation Dept.’s proposed amendment of Federal 
Motor Vehicle Safety Standard No. 109 to clarify the language describing what comprises a failure of 
the high-speed and endurance tests required by the tire standards, stating specific conditions that might 
have an effect on the performance capabilities of thc tires. Proposed effective date is Jan. 1, 1972. (For 
details, see Federal Register, May 27, page 9666.) 


Write to Docket Section, National Highway Traffic Safety Administration, Room 5217, 400 7th St., S.W., Wash- 
ington, D.C. 20591, referring to Docket 71-10, Notice 1. Ten copies are requested 


® Food labels 


Sept. 15 is deadline for filing comments on Food & Drug Administration’s proposal to require food 
manufacturers to disclose on product labels the name and source of all fat ingredients and allowing 
labels on some foods to disclose the kinds of fatty acids present. Also, the proposal would allow foods 
offered for special dietary use to show on the label certain information about fat content and quality; 


specific fat labeling would do away with label statements of “no cholesterol” or “less cholesterol.” (For 
details, see Federal Register, June 15, page 11521.) 


Write to Hearing Clerk, Dept. of Health, Education & Welfare, Room 6-62, 5600 Fishers Lane, Rockville, Md. 
20852. Five copies of comments requested. 


New Federal Government publications 


Federal Benefits for Veterans & Dependents, 23rd edition, published by Veterans Administration; 20¢.* 
Poison-Ivy, Poison-Oak & Poison-Sumac, revised (identification, precautions, eradication), published by 
Agriculture Dept. ; 10¢.* 


USDA Standards for Food & Farm Products, revised (Federal standards as of Jan. 1, 1971), published 
by Agriculture Dept.; 15¢.* 

Sources of Community Support for Federal Programs Serving Older Americans (hearing before the 
Senate Special Committee on Aging, 91st Congress, June 8-9, 1970, on housing programs and 
potential and actual roles of nonprofit sponsors in these programs), published by Senate Special 
Committee on Aging; 70¢.* 

Guide to Record Retention Requirements, revised (reference to U.S. laws and Federal agency regulations 
on requirements for retaining personal and business records), published by General Services Ad- 
ministration; $1.* 


*Available at U.S. Government Printing Office Bookstores or by ordering from Manager, Public Documents Distribution 
Center, 5801 Tabor Ave., Philadelphia, Pa. 19120; make checks or money orders payable to Supt. of Documents. 





There's more to fireworks than 4th of July celebration 


Most persons think about fireworks and use them during Independence Day celebrations. But Food & 
Drug Administration is interested in fireworks year around. FDA enforces the Federal Hazardous Sub- 
stances Act, which makes some—such as Cherry Bombs, M-80 Salutes and Silver Salutes— illegal. 


If you still have such fireworks, you have not only illegal items but also dangerous ones. These types 
of fireworks have caused many injuries—such as blindness and loss of hands—and several deaths. They 
contain up to 50 grains of power. The law considers fireworks containing more than two grains not only 
to be dangerous but also to be illegal for public use. 


Certain child seats may be unsafe 


Federal Trade Commission has warned that certain of the child-seating systems for use in cars 
(commonly known as “car seats’) fail to provide even minimal protection for the child in the event of a 
collision or sudden stop, and some seats may tend to aggravate injuries. Transportation Dept.’s safety 
standard for car seats went into effect April 1, 1971. As seats made prior to April 1 are still on the 
market, retailers still may be selling substandard seats to unsuspecting customers. Motor Vehicle Safety 
Sfandard No. 213 requires that each car seat must be labeled to show the month and year in which it 
was made. If the date is April 1971, or later, the buyer can be reasonably sure the seat complies with the 
safety standard’s requirement for impact protection. 


And now a word about nutrition. .. . 


Nutrition is one of those words that everyone seems to know, but consensus in government and 
industry is that few consumers really know much about nutrition. 


So the Federal Government, working with private industry, is going to try to educate America 
about good nutrition. A $100,000, one-year advertising campaign will be started in the fall by National 
Academy of Sciences; Health, Education & Welfare Dept.; Agriculture Dept.; Grocery Manufacturers 
of America, and Young & Rubicam, under the aegis of the Advertising Council. 


The basic strategy for the campaign will be to create awareness of the positive attitudes toward 
good nutrition, to provide constructive nutrition information and to urge individuals to learn more from 
given sources. Ads will be scheduled for radio, television, magazines and mass-transit buses and trains. 
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